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 The development of the modern electronic communications technology has a 
great and far-reaching influence on music industry technology. Traditional music 
market began to weak, and the digital music market began to rise and develop rapidly. 
At the same time, because of the upgrade of media players and cell phones , the 
development of digital music has being supported by the more advanced play 
hardware. Consumer began to generally accept and favour these digital music 
products, such as colourful bell, multimedia ring custom, the whole music download 
digital music service. The digital music has been widely accepted and customers has 
been cultivated a good pay habit, so digital music is on the high speed development 
way. 
 Mobile music, as a part of the digital music, is dependent on the cell phone. With 
the more convenient and humanistic advantage, the digital music industry's has an 
important development strength. Especially the market of China mobile music, with 
the aid of the carriers’ users and resources advantage, consumer’s good pay practices 
and the present piracy situation of the online music, mobile music is on the most 
important possession of the digital music and has played a pivotal role in leading to 
the digital music’s development. 
 China Mobile Wireless Music is the brand of CMCC(China Mobile 
Communication Corporation) in mobile music field, so it has a lot of advantages and 
developing support. Since 2003, attending in mobile music, China Mobile Wireless 
Music’s product service covers almost each link of the entire mobile music industry 
chain, forming a complete product structure. At the same time China Mobile Wireless 
Music platform is also committed to mobile music product marketing work. Nearly 10 
years of development, it has accumulated a lot of the marketing strategies, methods, 
tools and experience. But there are a lot of low and need to be further improved and 
developed. 
 Through to the China Mobile Wireless Music marketing strategy analysis 
research, we can not only provide future marketing strategy to China Mobile Wireless 
Music platform, and also provide the corresponding marketing strategies to support 
the entire mobile music market, and at the same time reflecting the trend of the 
development of the market, and pointing out that the music industry's change and way 
out in the future. 
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 数字音乐是指在音乐的制作与传播及储存过程中使用数字化技术的音乐。数
字音乐经常表现的形式为 MP3 或 WMA。从技术上定义，数字音乐泛指用数字格式
存储的，可以用互联网和无线网络来传输，可以很方便的拷贝、播放的音乐。数
字音乐革命起源于 1987 年，当时在德国的一个研究院开始研究一种音频文件压
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 “移动音乐营销”属于“营销”的范畴，涉及到 4P、4C、4R 和 5R 理论的基
本营销理论。 
2.1.1 4P 营销理论： 
 4P 营销理论即 4Ps 营销理论(The Marketing Theory of 4Ps) 4P’s。杰罗
姆·麦卡锡（E.Jerome McCarthy）于 1960 年将企业的营销要素归结四个基本策
略的组合，并由此提出了 4P 营销理论。1967 年，菲利普•科特勒在其畅销书《营
销管理：分析、规划与控制》第一版进一步确认了以 4Ps 为核心的营销组合方法。




据是企业的品牌战略，注重品牌的含金量。      
 分销 (Place)：企业并不直接面对消费者，而是注重经销商的培育和销售网







































者提出了新的营销要素。    








 Convenience(便利)：即所谓为顾客提供 大的购物和使用便利。  
 Communication(沟通)：则被用以取代 4P 中对应的 Promotion(促销)。 
                                                        
1 现代营销(学苑版), Marketing Managenment Review, 2011 年 10 期 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
